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Each year, we get a little bit closer to understanding
from their home.

In 2018, . Privacy is one of the
most important needs for creating the feeling of home,

but one in four people, globally, find other places better
able to fulfill this need than their own home.

So this year to explore its
Importance in providing a better
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WHAT WE LEARNED

Latvia: Executive Summary

1

In Latvia, 89% believe it is their
right to have privacy  in their
own home. Privacy may feel

important,but gqgl ?r _j u_wq
possible to get due to where we

live, who we live with and what
our roles are in the home.

When we fail to achieve privacy,
it impacts our wellbeing, making
us feel frustrated and anxious.

We need to
rethink privacy
as an enabler

Rfc t_jsc md npgt

Zbmgle | mrfgle?*
and personal growth benefits it
releases, including relaxation,

recovery, focus and play. In Latvia,

72% say privacy is important to

achieve time and space for activities

that enable personal growth.

The control we have over our
space also impacts how easily we
can achieve privacy in the home.

£r 29 | mr
easy to ask
for privacy

feel we have arightto ask  for
privacy at home.

The various ways of asking or
signalling for privacy differ in
how effective they are t but if
the sense of belonging in the
fmkc ggqg qgrpmle*
we will both give and receive
privacy from those we live with.

| Privaeychelps
you thrive
in life
_aMppmcaw??bm¢gl?gl _j uPrwary hdsthejpowertog w
s 1o ask forcln Lateig, | #c dlmd ?r

unlock positive emotions. In
fact, 77% in Latvia agree that
privacy is important to our
wellbeing .

Privacy allows us to truly be
ourselves, not just be by
ourselves. This helps us

g r ? qurviventdpycto-flag strespew

and, above all, helps us
thrive in life
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SUMMARY

About this project

This is a special report created for IKEALatvia which outlines the
quantitative part of the research which was undertaken in your

country.

Dmp amknpcfclqggtec

Life at Home Report 2019 and the full country specific data
tables provided.

An online survey was conducted in Latvia between the 17
July and 30t July 2019.

The survey was conducted amongst nationally
representative sample of 500 people, aged 18+ years.

mt cptgcu
research findings, please use this report, alongside the global

th

md

Global Survey
For the global Life at Home Report 2019 a total of 33,500
responses were collected in 35 countries.

The 35 countries included in the global total are the
dide@f we_pTa ejm _j _Tb |

Australia & New Zealand

ma

- Asia: China, India, Japan, Malaysia, Singapore,
Thailand, Philippines

- Europe: Austria, Belgium, Croatia, Czech Republic,
Denmark, Estonia, France, Germany, Hungary, Italy,
Ireland, Latvia, Lithuania, Netherlands, Norway,
Portugal, Romania, Serbia, Slovakia, Sweden,
Switzerland, UK, Russian Federation

- Middle East: Egypt, UAE
- USA

.y
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OBJECTIVES & METHODOLOGY

Demographics




IKEA LIFE AT HOME REPORT 2019

- Surveyed country

Market report | Latvia Country focused

AUSTRALIA on for this report
AUSTRIA
BELGIUM

CHINA

CROATIA

CZECH REPUBLIC
DENMARK

ESTONIA
FRANCE
GERMANY
HUNGARY
INDIA
IRELAND
ITALY
JAPAN

LATVIA
LITHUANIA
MALAYSIA
NETHERLANDS
NEW ZEALAND
NORWAY
PHILIPPINES
PORTUGAL
ROMANIA
RUSSIA
SERBIA
SINGAPORE
SLOVAKIA
SWEDEN
SWITZERLAND
THAILAND

UAE

UK
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BASIC DEMOGRAPHIC DATA

Q:Nj c_qc glbga_rc wmsp¢g

Gender

Q: Which of these best corresponds to the location in which you live?

Geographic area

Female

m Male

Q: What is your age? H Urban (large town/city)

W Suburb (outskirts of large
town/city)

Age
18-24 yrs
25-34 yrs ™ Rural

35-44 yrs
Y Do not wish to disclose

45-54 yrs

55+ yrs

Q1. Which of these best corresponds to the location in which you live? Q2. What is your gender? Q3. What is your age? | Latvi an=500
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LOCATION AND LIVING SITUATION BREAKDOWN

Q: We know that increasingly, people are living in different combinations at home. Still Q: Which of the following descriptions describe your current living situation?
thinking about the people you live with, which of the following living situations do you
identify with?
Living situation Life stage
7 I live with a child / children at 42%
least part of the time .
Living alone Baby/babies (aged 0-1) 4%
Toddler/s (aged 2-3) 5%

Starting school (aged 4-7)

Living with others Tween/s (aged 8-12)
Teen/s (aged 13-19)

Adult child/ren (aged 20+)

Living with children .

| do not live with any children

Q22. Do you currently live with children, at least part of the time? Q21. Which of the following describes your current livin g situation? | Latvia n=500
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Extraversion

PERSONALITY,

Q: To what extent do you agree with the following statements?

100%

40%

75%

?pc

Introversion/Extraversion

wms

Introversion

asppclrjwQs=

@ Other countries interviewed

o ",

100%

Rm uf _r cvreclr

INCOME AND EMPLOYMENT BREAKDOWN

08 ?pc wms asppclr
Emp
Employed full-time ]

Employed part-time

Unemployed and currently looking for work

Sl cknjmwechb _I b I mr as
Student

Retired

Self-employed

Other

j wg =
loyment

5%
4%
pewl rjw jmmigle dmpQ

5%

8%

3%

Q: How do you think your household income / finances compares to your local

average?

Income compared to the average

Significantly above
Slightly above
About the same
Slightly below

Significantly below

0,
3% NET: Above

24%

bm wms _epcc ugr finconfe tfinathaeg compargsltoeyounlacal average?l| Lajvia n=600" , F mu

b m

10

wms
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CONTEXT
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PRIVACY TODAY

What did we learn? Privacy is a
necessity, but can feel inaccessible.

In 2018, we learnt that globally, privacy is one of the most important

emotional needsofhome * ~sr gr ?gq _jgm mlc md rfjc

always feel we get enough of where we live.

This year, our research shows us that privacy is much more than an
emotional need of home; to the many people, privacy feels like a right .
Ncmnjc a_| ?r gk _eglc _ umpjb ugrfmsr g

We looked at the role of income and personality on our ability to satisfy the

l ccb dmp npgt _aw, Uc bggamtcpcb rf _r r
gr 29 _ ° ms twherewerliee vwwho we live with, and our roles in the

home. These are the factors which create the privacy access gap.

Q7 To what extent do you agree with the following statements? Q7_1 "I believe it is my right to have privacy in my own home"| Latvia n=!

9%

it is their right
to have privacy |
" -"%in tHeifowl “°F 9

f cqgc

500

_pchqrrneljf_r

| In Latvia believen!

k_rrcp

12

ms
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.H.Without privacy, |

wouldn't have a
pcj rgmlgfgn

Privacy is my right
because | need to be

with myself before |
a_ | Jmtc mrfec

RANDY, 65+, NYC
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PRIVACY AS A RIGHT

Today, we seek privacy at home, at work, and in public

For most of us, the right to
privacy flows across
different aspects of our
lives. Asserting the right to
privacy may involve
claiming the time or space
for privacy, like telling
wms p
a bath.

It can also be choosing not
to do or say something, in
order to protect the

feeling of privacy, like not
discussing your weekend
plans with your

colleagues.

d _kgjw wmsH’P?pc f

AT HOME by finding
moments of privacy
either on our own or
with others.

tgle
jrfrﬁsegf £

relationship with my
lover, we both need
individual space. | need
quiet moments when |
feel | am the only one in
rfc umpjb, A

Aibo, 25-34, Shanghai

f

AT WORK
by controlling what we
share with colleagues
about our work or our
lives outside the office.
tbege  jaimmig i ccn
that anything | tell my
co-workers may be
shared with others... If |
share anything, I try to
keep it positive, not
bp_k_, A

Janie, 45-54, NYC

IN PUBLIC by
protecting our

anonymity , because we
don't feel strangers have a
right to know who we are.

g £ klgd b r m
where no one knows me
to feel relaxed. | feel that |
am completely on my own
in that moment, and my
thoughts do not need to
"c gldjsclach

em

Huakai, 25-34, Shanghai

r m

W
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EXPECTATION VS FULFILMENT

In 2019, we know that privacy is one of
the most important needs in the home

How important is it that your own home provides these needs,
and is your home where you get it most?

)
94% 90%

90%

PRIVACY SECURITY COMFORT OWNERSHIP BELONGING

Expectation =@=Reality

Q5 How important is it that your own home provides the following? | Latvia n=500 & Q6 Where do you currently get the followin gfpmk rfc kmgr= O 1 B4&l kw mul

fmkect z J |

15

rtg_
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EXPECTATION VS FULFILMENT

Some countries struggle to get privacy
at home more than others

(% of those concerned about not 2 6 %

having enough privacy at home
concerned about not having

enough privacy at home in Norway 20% 16

49% Philippines Latvia vs global average 23% Belgium 18%
47% India y A Switzerland 18%
46% Malaysia Germany 18%
44% United Arab Emirates Romania 17%
35% Egypt 7 Slovakia 16%
35% Singapore T UL Hungary 16%
2322 ,I;ilztralia - Hiuania 5

- Japan 14%
26% France Y

— ic 14%
26% Thailand 28 Czech Republic (]
Denmark 14%

> -

o Chine —D
- Croatia 13%

25% United States - ;

24% Portugal Austria 13%

23% Ireland Serbia 13%
21% Russian Federation . Netherlands 13%
21% New Zealand Sweden 12%

21% United Kingdom

O Rm uf_r cvrclr bm wms _epcc ugrf ¢ dmjjmugle qr _rckcl rq=]|Gldal h=33500; Latviank=5G80ml acpl cb _ " msr I mr f _tgle]cl msef
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ety | /s QW=

.
¢ But as cultures evolve,
So do our expectations

a and reality of privacy at
f mkc(

TS R A
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THE CULTURE OF PRIVACY

In Shanghai, individual privacy is
often

Y. Wang lives in Shanghai with her husband; her parents live in the building

l cvr bmmp, Qfc il mug gqfc?q "~ cgle u_raf
about, and by her parents from their place, so she feels she has to behave
g@sr gl wmsp mul fmkc* wms a_| bm uf _r

In cities in a collectivist society , families and friends put more pressure on

mlc _Imrfcp rm ~¢c mncl* pcj _r ccually,znpgt]_
ctcpwmlc zilmuq? rfc Emtcpl kclr iccng
public, using CCTV,but also across digital channels such as WeChat .

Caught between intense familial relationships at home and the surveying
eye of the Government, individual privacy can be hard to come by.

Q14 What gets in your way of asking for privacy at home, if anything? Q18_4 "I feel obliged to be sociable" | Global n= 3070 9; China n=929

(¢

3%
ﬁn%ﬁﬁnéfééqfcvq
W%ehng obliged
10,be,sqciable, . 1s, e
- barriet 1o privacy; ®
vs. 20% globally

ms

9

r

18
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THE CULTURE OF PRIVACY

In Mumbai, privacy is

2 % Increasingly

Neha lives in Mumbai with her parents and siblings in an apartment which
is?Pemmb "~ sr a_I| %r °~ c afhesghwagspwrbundedsby s p g ms q

|n |nd|a Stay fecp d_kgjw _I b a_I mljw ecr rgkc _jmlc ufocl 0

: 19
OUtS|de home as As living situations gradually shift from multi  -generational, crowded
households to apartment living, privacy is  becoming more accessible
an excuse to get

prlvacy’ VS ) 15% However, individuals still have to work hard to find their moments of

privacy, often seeking private spaces outside of the home  (such as a local

globally park).

This complicates their relationship with their home £ sometimes it
helps them feel private; sometimes they have to resort to more public
alternatives.

Q7 To what extent do you agree with the following statements? Q7_13 "I stay outside home, e.g. at work or other places, as an excuse to get privacy” | Global n=33500; India n=1000
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THE CULTURE OF PRIVACY

In London, San Francisco and NYC,
the privacy

Usman lives in London in a crowded house with his two sisters and three
"pmrfcpqg, Fc bmcqgl ?r f_tc fgq mul p mmk
floor or share a room with his dad. The dream is to move out and get his

own place.

In cities with more individualistic societies, such as those in the UK and the
US, a degree of privacy at home is assumed.

However, urban migration  means these cities are denser and feel more
crowded. Because of this, rents are soaring and buying a home is even
harder.

For those who cannot afford their ideal home, they have to compromise.
2Qcrrjgle? dmp gmk privacygfdeleaspirationa. a _| k _i ¢

_I'b ksqr gmkcrgkcaqg

In the US and UK
think they b ml ?x

have enough
money to
achieve privacy
vS. 21%
global average

o, Uf _r ecrq gl wmsp u_w md _afgctgle npgt_aw _r fmkc* gd _ IndvuUSing2D0®= O~ ]~ £ bml?2r f _tec

cl msef

gjfecn

20

kmlcw z
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ACCESSIBLITY OF PRIVACY

But it is not only what part of the world you live in  that impacts your
privacy at home. It can also be the context within which you live q

WHO WHAT

YOU LIVE *  ROLES YOU
WITH HAVE

HOW +
YOU LIVE
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ACCESSIBLITY OF PRIVACY

Privacy at home seems
harder to achieve Iin
urban areas

Cities feel busier, noisier, more crowded and more
lively. Life in a city can feel more intense and stressful.

Urbanites find it harder to achieve privacy, compared to
rural dwellers, because they feel hyperconnected to
what is going on beyond the four walls of home

of urbanites in Latvia agree that sensing the

20% outside world  gets in the way of achieving

privacy, vs. 12% of those living in a rural area

of urbanites in Latvia agree that always being
7% connected to social media  gets in the way of
achieving privacy vs. 0% in the rural area

Q18 What gets in your way of achieving privacy at home, if anything? Q18_11 "I can sense the outside world (hear/smell cars,
media"| Latvia Urbanites n= 303; Latvia Rural n=94*

T

HOW
YOU LIVE

trains, planes, etc.) and Q18_12 "I am always connected to social

22
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y u:’:

gy  HOW
YOU LIVE

‘ “ " MACRO TRENDS |1 :l

M O e e

The private development of cities

— blurs public and private boundaries ) ) |

The city is constantly changing and developing as  city UKw -~ mwd pgcl b gql ?r

planners and private developers try to keep up with allowed to access his

demand. N . -
sgjbgle?q pmmd e_pﬁgﬁm

In Mumbai, multi -generational living is being transformed by because he rents through AT .

the development of 2/3 BHK* high -rises. Some London the council ¢t it feels like

developments (such as Kings Cross) are creating privately - segregation! A

owned public spaces.
These new developments create new boundaries between JORIIEL £ EL, [Laneler
what is public, what is private, and what is private in

public.

Some green spaces, such as roof terraces and shared private
gardens, can create social division due to unequal access,

and, as aresult,impact gmkc ncmnjc?q _ gjgrjw rm dglb gn_acgq
for privacy in the city

*BHK is a notation used to describe the Iavout of an anartment in India.
g @FI A kc_Il g _ . @cbpmmk* ~ jji-jgtgle _ . Il grafecl

EH——_ u_’E@'@m—- m% = --II_EE

ol
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ACCESSIBLITY OF PRIVACY WHO

YOU LIVE
Privacy at home is impacted by the quantity WITH
and quality of relationships at home

You can only achieve privacy with the cooperation of those you live with. This is often more difficult if you live with:

- Alarger number of people, because there are varying needs to consider and expectations of privacy may differ

- People withwhomyou bml ?2r f tc _ aj migecausp it makes i haldey to fpel comfortable asking for privacy.

of people living with of people livingin MULTI - of people living WITH OTHER
STRANG E R Sglobally need GEN HOMES globally use FAMILIES globallyfeel an

to be able to close the door to work as an excuse to get urgent need for more privacy in
achieve privacy, vs. 69% global privacy in their home, vs. 22% their home vs. 26% global average
average global average

Q12 Thinking of how you achieve privacy in your own home, how important is it that the following needs are met? Q12_7 "I can clogc r fc b mmp=#BB02;EStrangersjn=226 & Q7 To what extent do you
agree with the following statements ? Q7_2 "I use work or other activities as an excuse to get privacy in my own home" | Global n=18602; multigen, n=785 & Q20 Which of the following do you agree with more?

Q20_4 "I feel an urgent need of more privacy in my own home" | Global n=18602; other family member(s) n=335

24
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MACRO TRENDS 3 '- v
i ’;w? A = WO

YOU LIVE
WITH

£ | agrgcqg* uc?pc gt
people for longer, so these .
fspbjcg _pcl ?r emgli_"

Ar gql?r mljw qgrsbeclrqg ufrn _pUd] brmlaPrpofletc _ | msl ec

As the price of renting is rising in cities like New and are often in each

Wmpi* Jmlbml _lIBchamrephl_decifi>f cp?a ~cbpmmkq*

are using flat -shares and co -living as a way to ideally, every home b

combat rising rents past their 20s and into midlife. should have a no man's ’
land and an everyone's

Living with strangers, other couples or other .
families can mean there are more complex I _
relationships  that need to be navigated at home.

l b, A

Maria, 1824, Amsterdam

This can be exacerbated when space is limited or
inaccessible , such as the lack of a lounge in a flat -
> share where bedrooms are used as social spaces, or
an apartment block with a garden or gym which can
only be used by certain residents.
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ACCESSIBLITY OF PRIVACY

WHAT

ROLES YOU
Caregiving is the no.1 HAVE

barrier to privacy globally
§§?<

Being a caregiver means moments of privacy )
are often ruined , or prevented from e

happening in the first place.

Y,
This is usually due to: »

Yy

%
&

. \T 26
\

e
-
“‘

Needlnq to take care of others is the
no.1 barrier to privacy at home (25%)

"’ﬁm’m B A ‘T

pcqu md wmsl|l e afgjbp
| b uml’?rr_ic _pc md mrfcpg? _q

> W -Q‘
)- g
..\k’n.. n

Q18 What gets in your way of achieving privacy at home, if anything?| Latvia n=472 (% based on those applicable) & Q18 What g ets in your way of achieving privacy at home, if anything?
Q18_5 "I need to take care of others"| Latvia n=79* (parents of children aged 0 -7)

- Alack of time t Looking after those they live
with, be that a partner, child or parent,
means the home can become another place
of work, not rest.

L

- Emotional load t Caregivers feel obligated
to fulfil their duties towards other people, so
rfcw rmjcp_rc glrcppsnrgmlq
prioritise themselves.
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A

As we have more roles to play,
gr ?qg f _pbcp rm apc _
time for privacy

MACRO TRENDS

WHAT
ROLES YOU
HAVE

As more women are staying in work, the traditional e a_| ml jw em
role of caregiver is shifting and adapting as others private place in the

in the home take on, or share, the role. evening, after | have

Playing more roles across work and home can make finished b(?lng a

life today feel stressful. We are expected to be mother, wife and

perfect parents, co -workers, friends t a pressure daughter -in-law. o

compounded by social media.
Sarah, 25-34, Amsterdam
The combination of being interrupted by children at
home, by colleagues at work, and by notification
overload in our digital spaces, can feel
overwhelming and anxiety  -inducing .

Finding privacy becomes an important part of
recharging but can be increasingly difficult to find
as the roles we play become more fragmented
and complicated

SR AT OO
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PRIVACY AS A RIGHT

A world without privacy would impact me, we and our world

ME:

We need private space so we
can be our full selves.

We need time on our own to truly

get to know ourselves. The feeling of
always being watched and having to
z c¢cf _tc? gl nssiifling a
and claustrophobic.

Without privacy  we would struggle
to feel like an individual.

In Latvia feel truly
themselves when they
are private vs. 54%
globally

o~ Rm uf _r cvrclr bm wms _epc
npgt _aw rm gknpmtc kw pcj_rgm
n=500

WE:

We need intimacy to build and
nurture our relationships.

We need privacy (intimacy) to have
deeper and better conversations.
Not being able to get to know each

u otherjwbuld dneke pur interactions
feel robotic and mechanical.

Without privacy  our relationships
would feel forced and superficial.

In Latvia seek privacy to
improve their
relationships  vs. 76%
globally

c ugrf rfc dmjjmugle qr _r
lqfgngA z J_rtg_ |;°, . 8% O,

ckcl r q@=500& Q" -

OUR WORLD:

We need respite from crowded,
noisy and intrusive public spaces.

Particularly in individualistic societies like
the UK, US and Netherlands, we value
personal space. Privacy is a respite from
the hustle -and-bustle of cities that can
feel overwhelming.

Without privacy  we would have no
sanctuary from the world.

In Latvia say noise and
smells from outside get in
the way of privacy at home,
vs. 20% globally

Farif emid rae | _ kb nmm pagnts_ rQeC Cgl g nupfgetl _ amv a _nml b
Uf _T8e ca gl gdc lwans pr fuc wmsndq g lad gempjl 2 &fpgt p aguk

28

hp srjfwe °
rj fankp
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PRIVACY AS A RIGHT

Failing to achieve privacy
Impacts our wellbeing

Npgt _aw ggl ?r hsqgr Zzl gac
privacy as something that plays a vital role in
their wellbeing.

£d uc a_I| ?r dsjdgj rf_r |
affects our emotions in many ways, including

feelings of frustration and/or anxiety . That
anxiety and frustration rises slightly among

women (see Chapter 4 to find out more.)

In Latvia say that

achieve a sense of wellbeing - that is why it privacy is an
feels like a fundamental right. , important part of

their wellbeing

Failing to achieve privacy means failing to

feel frustration
uf cl rfcw

get privacy 1

feel anxious §
uf cl rfcw.
get privacy

Q7 To what extent do you agree with the following statements? Q7_7 "Privacy is an important part of my wellbeing"| Latvia n=5 00 & Q11- And which of the following emotions do you feel when you

bml ?r _afgctc npgt_aw &c,e, wms bml?r f_tc gn_ac mp rgkc dmp wmspgcjd'=

z

J_rtg_
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UNDERSTANDING PRIVACY

Privacy as
an enabler

T
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PRIVACY AS AN ENABLER

Npgt aw?qg rpsc
what it enables us to do

Npgt _ athve egdggbaP rtits value lies in the
wellbeing and personal growth benefits it gives us.

These can be lower -energy wellbeing benefits:
restorative or relaxing activities that help us get back
to feeling ourselves, such as an hour of pampering

after a busy week at work.

Privacy can also enable higher -energy wellbeing
benefits: helping us get the headspace to focus on
important decisions, or enjoy something  playful like
singing in the shower.

In Latvia say privacy is important to

7 2% achieve time and space for activities

that enable personal growth

Q8 How important is having privacy to achieve the following? O, ]° HYRgkc _Ib gn_ac dmp _ar gt dtayiam500f _r cl “jc ncpgml _j epmur f A
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Neutral

PRIVACY AS AN ENABLER

L S Higher energy

39%

say privacy is
important to achieve

Recovery

schedules or stress

Lower enerqy
y

When we need to neutralise busy

fun and play.

714%

say privacy is

important to

achieve better

focus. Focus

When we need to accomplish tasks

Relaxation

When we seek self -care through

B
kmkclrqg md zn_54;6%

say they like to relax
when private at home.

N
42%

say they like to sleep
when private at home.

Q19 What do you enjoy doing when you have privacy in your own home, that you would not be as likely to do if it were not
private? | Latvia n=500 & Q8 How important is having privacy to achieve the following? | Latvia n=500

33
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PRIVACY AS AN ENABLER

Making the most of privacy often starts at home

RECOVERY
e.g. Lying or sitting in
silence / in the dark,
watching TV mindlessly,
havinga f mr

e f _b _ tcpw
work and getting public
transport home was
stressful. | got home as
quickly as possible and
crashed on the sofa , A
Jay, 55-64, London

"cteplexcad j k

YA

RELAXATION

e.g. Pampering
sessions, doing yoga,
having a bath, listening

jgic
a long relax in the bath
feels cosy being engulfed
by the water. Sometimes,
£?j]j ctecl f
John, 65+, Amsterdam

ksggaq

_t

r _igl ¢

q

FOCUS

e.g. Doing homework,
talking to partner about
major decisions, doing

PLAY

e.g. Singing in the
shower, playing video
games, talking to pets or

job_nnjga_rgmlglwmspqgcjd(Q

&£ u_q
| shut the door as | don't
want to be disturbed. My
work needs privacy so |
qr _w gl rfec
K. Qin, 25-34, Shanghai

umpi gl ¢

" d
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REFRAMING PRIVACY

Reframing privacy

INDIVIDUAL
AND SHARED
WITH OTHERS

It is a shared appreciation
or mutual understanding
that the moment is private.

£r ?2q | mrwhenghpse _aw
_pmsl b sq bml?r
our needs, and disturb or

interrupt us.

PRIVACY IS8OTH

PRIVACY IS
AN ACTIVITY.

£r d9q kmpc rf _|I hsd
I mr f gWewant to achieve
something, whether that is big or
small, functional or emotional.

sl bcargrq |lbmrufnplgtucaw_pc
gaining something from it, such

as a minute to reflect alone, or an
evening bonding with loved ones.

PRIVACY IS A
PHYSICAL
AND MENTAL
SPACE.

r It ixabomgyéttmg in the right

head -space either through your
mindset or your space.

£r ?2 g | mrwhenpugct bamrwt ?r
el we have the space or place,

mental or physical, to get into

the right mindset.
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Privacy is
being alone

R MQ

Privacy can be
achieved on our
own, with loved
ones, or a crowd
of strangers
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MEET SEKAI

Sekai is a Zimbabwean -Scottish -American -Brit living in
Amsterdam, studying towards her PHD.

Her childhood was spent moving from place to place, so
home is associated with people as much as space

Primarily, privacy is alone time , space without others to
_jjmu fcp rm “pc_rfc* pcdjcar* 137
important for her to use that privacy to connect with =
others, whether it is her friends in Amsterdam, scrolling

social media or Skype -ing her mum .

\0)

(%

l@s not stressful to hang out [with close friends].
s Pat leaving to put on airs, so | suppose we
n have private time together. AEr?q _ pcj
thing to do to have those honest dialogues and feel
like you're not crazy for feeling certain ways
about things , A
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#1: PRIVACY IS INDIVIDUAL OR SHARED

We can benefit from privacy both alone and with others

Privacy is typically thought of as

ggknjw z cgle _jmlc ?Physically separating Creating a mental barrier

yourself from others; against unwanted

In 1967, Alan Westin developed a

framework for better understanding being alone intrusion (r\]’vg?:;f baellgr?e)
the states of privacy and revealed . phy y
rf_r rfcgc a_l "~ c¢c cv |l ac

o Reserve 000
q 2 reoliude)

q h loved ones or acquaintances
(intimacy and reserve)

Secluded from

g ? ltotal strangers  (anonymity)

the wider
Being free from world whilst
identification and being part of a
unknown (in public) small unit
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#1: PRIVACY IS INDIVIDUAL OR SHARED

Home is well positioned to offer solitude,
reserve and intimacy

SOLITUDE

e.g. Having a bath, sitting
in your bedroom with the
bmmp aj mgcbqQ

£ u_q pcdjcar
important personal

decisions. | went to my

study room alone to not be
bggrsp cb, A

Tina, 25£34, Mumbai

RESERVE

e.g. Listening to music,
wearing headphones,

rfc amkksl _j

so | use my headphones
rm gf mu rf _r
rgkc?* ctcl
u_jiqgqg gl , A
YX. Mi, 1&24, Shanghai

watching z k w q formu ?

g YKw “cb gq gl

A
g q

F

R Tug r f

INTIMACY

eg.zB_rc Wwithafr ?

partner, Z k mt gc

| ge

with flatmates, being silly

npgt aw md
gqg uf _r?q
to me. | love our
uninterrupted movie

l gefrq, A
Maria, 18t24, Amsterdam

afgjbpcl @

IYNpmrcargl e rf

ms o
k mqgr

ANONYMITY

e.g. Going for a walk,

f working in a library. NB:
can only be achieved out
md f mkc(Q

dp q
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#1: PRIVACY IS INDIVIDUAL OR SHARED

Our home spaces need to
flex between different
states of privacy

When we live with others our spaces
need to be used for solitude, just as
much as intimacy.

Throughout the day, the same living
room might be used for reading a
book, entertaining friends or for a
quiet date night.

The more people and the smaller
the home, the harder spaces have
to work to cater to changing needs.

IMAGINE A DAY IN THE

LIFEMD ? N?PCLRQ?

BEDROOM
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PRIVACY IS
AN ACTIVITY.
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#2: PRIVACY AS AN ACTIVITY

Privacy can be many different activities /I globally
L g NP Binge -
Reading D ‘ watching ¥ Pampering Singing
TV '

41% 47%

37%

Snacking / S
Eating _ friendsand

fami

Browsing
internet

48%

Indulge in ~ = 4
drinking ‘Dﬁr";ving

14%

Cooking Studying

18%

globally

Q19 What do you enjoy doing when you have privacy in your own home, that you would not be as likely to do if it were not priv ate ? | Global n=33500; Latvia n=500 [Top 12 shown]
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#2: PRIVACY AS AN ACTIVITY

716%

OppOI’tu n |t|eS '[O f| nd p”Vacy In Latvia agree they take
their moments of
are Often SpontaneOUS privacy when -and -
where they can getit vs.
24% who say they prioritise

There are different ways to find privacy and plan for privacy

and get into a private state of mind.

It can be a planned activity , an 44
appointment scheduled into a routine, Proactive Spontanegus
or something more spontaneous . I and planned and reactive |

I I
Asprlvacydependsonthecqntrolwe TP UWeqrepb ba%tc emr
feel we have over our space it can be zkc r gkc massage saie ks - busy house
harder to plan and easier to take into my diary every day time on the but | enjoy
opportunities  as and when they ml Cv ac j unless|have gouch . lwas moments of

Sarah, 25-34, to work tired and privacy, when

appear, both in and out the home. il 06, A needed some everyone is

JX. Zhu, 25 pcagr, A out, A
34, Shanghai Iris, 25+34, Ataka, 25t34,
Amsterdam London

o, Ufgaf md rfc dmjjmugle bm wms _epcc ugrf kmpc= O | ]E Y& ntpngdnpgpagtgcaw | wbf anlj _ 11 bd mpf kpre kankea |Ir ge amrd g1rp/§]tz_a.]w_rt
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PRIVACY IS A
PHYSICAL
AND MENTAL
SPACE.
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#3: PRIVACY IS A PHYSICAL AND MENTAL SPACE

Privacy can happen in many spaces
and places, in and out of home

g2 dglb npgt. aw g
Even when there's people around, when
you're in nature spaces everyone takes
their mask off in a way. When I'm
walking at Wildcat Canyon literally
everyone will say hello to me, or say
hello to each other because finally we
justgettojustbe , A

Mecca, 18-24, San Francisco

Y £l r f glghave mms q ¢
own corner . | always call

it, like, Sarah's Corner or

My Corner. Because there

are three generations
jgtgle gl ml c

Sarah, 25-34, Amsterdam
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WHERE DO YOU CURRENTLY GET PRIVACY FROM THE MOST?

Places out of home offer
the opportunity for privacy

Our vehicles act like mental and
nf wqgga_|j Z s “jcqgQ?
world, out.

It is a space that offers safety from the
outside world as well as an environment

you can curate and control t for example,
the choice of music or radio station.

Nature allows us to grab moments of
anonymity and alone time.

The expansiveness of natural spaces isa
welcome contrast to the four walls of

home, particularly for those living in
cramped, busy households.

Activities such as gardening or going for
walks help us disconnect from the day -to-
day and connect with nature.

O Ufcpc bm wms asppclrjw ecr

rf

c

73%
67%
5% 6%
Your own Another
home physical place

d mjGjobmaiing 33800; d_gtvialn=500f c

4% 4%

A virtual

environment

kmqgr =

o 1°

Global m Latvia
16%
12%
3% 2% 3% °%
— [
Outdoors t Outdoors t Nowhere t
in nature in the city this need is
not met

YUNpgt _awA z
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#3: PRIVACY IS A PHYSICAL AND MENTAL SPACE

It is not only about how
much space you have, but
how much control you
have over that space

Space can play a part in achieving privacy but
ultimately, the context we live in plays a bigger role.
The people we live with, and the relationships we

have with them, are a bigger barrier to our privacy at
home than the amount of space we have.

The more people we live with and the more distant our
relationship, such as living with strangers, the  less
control we feel we have over that space. This control
impacts how easy it is to achieve privacy at home, as
well as the other emotional needs of home (see

Chapter 5).

o, Uf gaf md

dmjj mugle bm wms _epcc ugrf kmpc= O | ]B 8BJgtthRce qmlx c_ md_pkenc of nfknek cb mengsl j?br  _gjkjnmua rk o frcm b_qaefpgeect cr
_afgctcA z J_ A

fc
tg_ 1
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#3: PRIVACY IS A PHYSICAL AND MENTAL SPACE

The [t =lennenE=2 - are larger barriers to

privacy than the size of the home

E

® *

R R " A
m v~ a 1 The peaple'in my
I need O EkE Care home have :
of others ) different Theregs not People at home
25% expectations of enough space B o e bml 2u p cly BamiER
i R
SR

people at my/need for the things |
heme Sprivacy need

=

privacy

Presence O_f}
smart ¥

home tech ¥

5%

% ¥
T;'—:E ’ ¢ 8

f | can sense the
outside worid

el Bals B v

globally

Q18 What gets in your way of achieving privacy at home, if anything? | Latvia n=500 (% based on those applicable)




